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DAN SANE IOLD EI. 


It has now been more than 20 years since 
Disneyland Paris and its partners created 
Europe’s number one vacation destination 
from a swathe of beet fields. In that time, 
Disneyland Paris has been visited more than 
275 million times and become a catalyst 
inelanaatelellersl manlsiaarel alos 


Millions of people from across Europe 

BION Vato h\V.cmsanlelarelare| meolalalsvoimlelalsmyaiae 

our destination - quite an achievement when 
you consider how diverse we Europeans are. 
Today, that legacy of sharing magical 
experiences at Disneyland® Paris is being 
handed down from generation to generation. 


DIN MAING SIO1e (Oe CON OM IC 
Devs lhOrPMeN | 


Beyond creating a center of tourism 
excellence and expertise, we Nave also 
SIsito] O)NISIAIs1O Ms A =1eOl ale) aalomelanVslalemKelaer> 
re) aolulalasielrolar 


DICTalaremaalsmulsversl MNVAst>] ean k@)an=>. <>) an] e)ismnelelanelgelele 
employed over 14,000 Cast Members in over 
500 different jobs. Furthermore, 90% of 
those employees held permanent contracts 
(Coidslelo) dence) and alo ml a-)arelameelel alien) salem (slices 
Talelesiaave aval melmdalicmaats)<-)smele] axe) ele) emaal= 
largest single-site employer in the country, 
and the source of 55,000 jobs in total. 


Our real estate activities have contributed 
towards establishing a thriving town center 
just a stone’s throw from the resort. 

Val d’Europe now has considerable assets 

of its own, including one of France’s top 
shopping areas and an environment at 
harmony with our tourism activities. Above all, 
Val d’Europe offers a strong balance between 
dalomelelanl l=) axe) ma=1<11e(>1 alecm GC lOROLOLOD m-lalomuaal= 
volume of jobs (28,000). 


ABV V/~metolalilaleicute 
NeaviIlY INVEST IN 


asset renovation. 79 


Change has also taken place in the European 
economy over the years, and since 2008 

Our industry has faced challenging times. 
Dtsiaronalclalem axel aise alc lcm alrelarsiearsiiosism aslaarellarsre, 
focused on its long-term growth strategy 

by investing in high-quality guest experiences. 


MNS NNN elm Ole Wale FU URe 


We continue to heavily invest in asset renovation. 
Oller anlelidia.st-lauarelas)masnelae)ialearslaian eleelelecian 

IS ON-going, covering all 5,800 rooms. We also 
continue to offer new, exciting and innovative 
experiences in our theme parks. This includes 
olUl an O)é-] ale ale\\Varo lad gole1dre) al ey-isicremelamaalomallie 
Disney*Pixar movie Ratatouille, scheduled 

iMO@) S1S19) (1h) SUlnainnele ZO. 


It is equally important that we strengthen 

Cast Members’ talents because these are at the 
heart of each magical moment created by the 
group. We continue to invest more than three 
times the regulatory requirement in training, 
while striving to improve our employees’ work 
environment and sense of fulfillment. 


Through all of these investments, we aim 

to strengthen our resort’s reputation for 
excellence while successfully growing our 
levels of guest soending. We are positioning 
ourselves to leverage the benefits of the 
economic recovery. 


PAIMUNG ROR jaCelleNCe 


@lUlankstolanmantslanlelslecmel acm aniaarslasicihva elaelele 

to say that Disneyland Paris is Europe’s number 
olalsmcelelaicimre(s\simlatolale)anm Nlelalsiaelsi(sisismmaalis 
simple fact will never be enough for us because 
we are wholeheartedly dedicated to improving 
SNV.c] AVAL lo NANIACN ASIA VANONVZ 


| would again like to thank everyone for their 
helo over the years - and particularly our 
Cast Members who show on a daily basis 
that one of this group’s most valuable assets 
is its team. 


Philippe Gas 
Chief Executive Officer 
m0 ge D)isal=\ are. wor 
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A CHALLENGING CONTEAT FORM SSiSsi eee 
EUROPEAN TOURISM AND LEISURE INDUSTRY 


YAO} KM \F-\-wr- eli na (ere imny{=t-] ance) al 10 | ce) el-w-mnole] alyaam-lalem(-11elc-m laleleridavar-lalemdalicm’ c-\-m cya (-\ean-vomlaldal=manl=)aal=mel-)a 4 
r=} 4 K=) aLet=] alex=M-] ale mm alelu=] Melecess| of-)aven’ar-) am DJ I-Jal-\"At-] ale ham =t-| d (eam DY=3-j 0) | X= W a[==Lexe) alo) an) (omece) al x-) 4mm ale)’\(-\V/-) ameve)alaiple(-1o 
Val ats] alexsypal=) al ecm nom a=s-fe) ame) a=) al ale iom=vat-] 0) (-\e Mm dal-me| cele] omueme|dh\{-me]U[-1-) m-t-] 41) r-[ead (eo) al] alem |alel a=t-\-{-me]0(-s-) mj ol-valellale) 
Tale) ce(=)amxomal=)| om aaliulel-ln-mdal=m lanl ef-(oume)m a-Yo|0lex-Yo Mm ual>van(-m el-]a @r-1un=)alel-] a(x] elem alelu-) meleceis|ey-]alea Am Nal-Me| celle 
showed resilience within that context, with total revenues declining only 1% to €1.3 billion in 2013. 





With 14.9 million visits made to the resort, Disneyland 


Paris remained Europe’s number one tourist destination 


in 2013. The 20" Anniversary celebrations heloed 
grow attendance in the first semester (3% increase), 


and the festivities were extended six months. Overall, 


theme park attendance decreased from the previous 
year which saw a record-breaking 16 million visits. 
The year was particularly challenging since five 









| 


iL] 


Scan for more 
information. 


RESORT REVENUES 


Theme park revenues decreased by only 

2% to €757.6 million C€750.5 million in 2012), 
as aresult of a 7% attendance decrease from 
the previous year. This was partially offset 
by a 4% increase In average spending per 
guest to €48.14. 


The French market again generated the largest 
number of visits (51% of total attendance), 
despite the worsening economic context that 
resulted in an 8% attendance decrease in this 
market Cmainly during the second semester). 
However, the drop in revenues from this market 
was partially offset by higher attendance from 
other markets Corimarily the UK) combined 

with the increase in average spending per guest. 


Hotel and Disney Village® revenues decreased 

2% to €510.2 million Cfrrom €518.6 million in the prior 
year) due to a 4.7 percentage point decrease in 
hotel occupancy to 79.3% that was partly offset 
by higher Disney Village® revenues and a 2% 
increase in average soending per room. The 
decrease in hotel occupancy resulted from 105,000 
fewer room nights being sold compared to the prior 
year due to fewer guests visiting from France, Italy, 
the Netherlands and Spain, and this was partially 
offset by more guests visiting from the United 
Kingdom. 








y - Ls 
ea 
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GEOGRAPHICAL BREAKDOWN 
Seite MeE PARK VISITS 


feeiance 51% 
UK 





14% 
| 8% 
6% 
6% 
| 3% 
3% 
9% 











£7)? MILLION REDUCTION IN 


NET LOSS OVER FISCAL YEAR 2012. 


This reduction in net loss reflects the positive impact 
of the 2012 debt refinancing. 














© KEY OPERATING STATISTICS — 2018 2012 2011 
THEME PARK ATTENDANCE (in millions) 14.9 16.0 15.6 
AVERAGE SPENDING PER GUEST (in €) 48.14 46.44 46.16 
HOTEL OCCUPANCY RATE 79.3% 84.0% 87.1% 
AVERAGE SPENDING PER ROOM Cin €) 235.01 231.33 218.80 








+ AM AVERAGE GUEST 


SPENDING IN THE THEME PARKS. 


+2% in the hotels (average per room). 





PORT FOR Gis 
CUROPEAN MARIS 


The group’s marketing and sales strategy 
operates across a portfolio of seven key 
European markets. While intentions to visit 
deyaatolialsrem alle lamlaw4@) cru alsm-\eo)alelanllomee)al=).4i 
saw five of the key markets in recession at 
some point: Belgium, France, the Netherlands, 
Italy and Spain. Growth was registered in the 
two remaining markets, Germany and the UK; 
and this can be partially attributed both to the 
economic context and targeted marketing 

TAO MSiol ksts@) ls) ao 141) alta olism allel alle) alacmualsmelaelul es 
focus on being well positioned to benefit from 
its current investments when the economy does 
improve. The group also continues to increase 
growth in its smaller markets, particularly 
Eastern Europe and Russia. 


Ree ine) SUES) SPENDING 


Since 2008, the group has maintained its focus 
on Investing to improve resort quality. Between 
2009 and 2013, around €510 million have been 
invested in the maintenance and develooment 
of the destination. These investments have heloed 
to improve guests’ perception of value for money 
as well as their satisfaction. These improvements 
in quality have also allowed the group to increase 
admission and room prices, resulting in record 
spending levels of €48.14 in the theme parks 
(average per guest) and €255.01 in the Disney 
hotels (average per room). At Disney’s Sequoia 
Lodge®, for example, satisfaction levels for room 
quality increased by 11 points compared to the 
vels measured before the refurbishment. 
) Disneyland® Park, Disney Dreams®!, which 
troduced in April 2012, drove significant 
tisfaction levels (92%) during this fiscal 


2013 ANNUAL REVIEW * EURO DISNEY S.C.A. * 05 





feel Financia! Results 


66 |Nne groups continued strategy 

of investing in tne quality of the 
destinations offering and guest 
experiences resulted in record levels 


=e MINNOW ailGmL io | 


Esmlameaiiiitelas> 


FISCAL Yi Aik 


yA ON K PAO) PA@)||| 
Revenues 1,309.4 OLAS 1294 
Costs and Expenses (1,336.9) (1320725 (262075 
Oy er=le-14lalem tclaciial ‘OF f-)) SA es) 
Plus: depreciation and amortization VAR) 17 S38 SC 
EBITDA * 144.3 2 KsyRe 
EBITDA as a percentage of revenues 11.0% oA% 14.5% 


Net loss (78.2) 


Attributable to owners of the parent 


(64.4) 


(lOO 
(Esto {c.) 


(OGe» 
Gorse) 


of quest spending. 99 


The increase in average soending per room 
resulted from higher daily room rates. The increase 
in Disney Village® revenues reflected higher 
soending on merchandise following the opening 
of the World of Disney boutique in July 2012. 


REAL ESTATE REVENUES 


Revenues from the group’s real estate activities 
increased by €11.1 million to €20.4 million, due to 
a higher number of transactions closed (six as 
opposed to three the previous year). The nature 
of the group’s real estate develooment activity 
means that the number and size of transactions 
will vary from one year to the next. 


CONTROLLING COSTS 


The group remained focused on limiting cost 
growth. Operating costs grew by 1.2% Cin line with 
inflation). Labor rate inflation, real estate cost of 
sales related to increased activity, and expenses 
related to new guest offerings were partially offset 
by labor optimization initiatives and a €9.3 million 
tax credit CCICE) introduced by the French state 
which offset labor expenses. 


The group’s marketing and sales costs decreased 
3%, reflecting specific efforts made to reduce 
expenses and media costs. Marketing and sales 
costs remained stable in proportion to revenues. 


Net financial charges were reduced by €53 million 

in 2013. This reflects the reduction in average 
interest rates made possible through the 2012 debt 
refinancing (see right) as well as other non-recurring 
financial charges. 


CASH FLOW 


Cash generated by operating activities for the fiscal 
year totaled €95 million compared to €144 million 
in the prior year. This decrease resulted from higher 
working capital requirements and a decline in the 
operating margin. 


Cash used in investment activities for the fiscal year 
totaled €126.1 million, compared to €153.3 million 

in the prior year. That level of investment reflects 
the group’s on-going strategy of improving the 
guest experience. This was seen, for example, in 

the investments made during fiscal year 2012 in the 
World of Disney boutique and the Disney Dreams®! 
night-time show. While a decrease in this area can 
be seen, investment levels remain both significant 
and representative of the group’s efforts to improve 
the guest experience. 


NET LOSS 


The group’s net loss amounted to €78.2 million 
and this compares to a net loss of €100.2 million 
for the prior year. The €22 million reduction in net 
loss reflects the positive impact of the 2012 debt 
refinancing. This loss should be considered in light 
of the group’s long-term growth strategy which 
involves investing in the quality of Disneyland® 
Paris in order to increase guests’ satisfaction 

and drive improved guest spending. 





Nadal elUlt] e)(-mnemalelaneelalnce)liialemalisiassins (13.8) (14.6) GS 
Cash flow generated by operating activities pS Fo @) 14456 168.7 
Cash flow used in investing activities (126.1) Gis.) 7 2:@) 
Free cash flow ep) GSES) 89.1 


Cash and cash equivalents, end of period 78.0 143 Klolon 


* EBITDA corresponds to earnings before interest, taxes, depreciation and amortization. Free cash flow is cash generated by operating activities less cash used in investing activities. 
Ml atsXx-uola-malelemerearsiie(-1a-\emclsmaal-tols10] d-tom elm alate alelicl im el-akelanatelale-mel-vilal-1emelalo(-1all al nectarc ale mual-\Varsalelel (em alelan ol-MVAI-\)\.-1e Mc ISirc SIU] olsiuluU lu =re)are)el-l¢-]a) ale palelae]] alm al-ian ©)ce)illay al @ less) e)ale)el-laclal ale] 
cash flows in evaluating the group’s financial results. However, management believes that EBITDA and free cash flow are useful tools for evaluating the group’s performance. 


€) O , 4 MILLION REDUCTION 


IN INTEREST CHARGES IN 2013. 


The 2012 financial restructuring enabled the group The group’s real estate revenues vary from year to year 
to significantly reduce its interest charges during based on the number of transactions closed (6 in 2013 as 
the fiscal year. opposed to 3 In 2012) and the size of those transactions. 


+ € || J MILLION IN REAL 


ESTATE REVENUES IN 2013. 





IMPACT OF THE 2012 REFINANCING 


The impact of the group’s 2012 refinancing agreement can already be seen through the financial results for 2013. For this 
year, interest charges were reduced by €20.4 million, thereby heloing reduce the net loss. As expected, the refinancing 
agreement has been significant for the group in several important ways. These include helping reduce the cost of its debt 
and providing greater flexibility for its operations and future investments necessary to continue improving quality at the 
resort and strengthening the appeal of Disneyland® Paris. The agreement also provides the group with a new repayment 
schedule that is more favorable to its future activities. 









mOLOINID NEO NemmO neem is) o 


Within the current economic context, the group remains cautious yet confident that it has laid the foundations necessary 
for a promising future. It will continue investing In top-quality resort experiences to drive guests’ satisfaction and spending 
growth. 2014 will see the opening of a unique new Ratatoui//e-themed attraction for families at Walt Disney Studios® Park 
(see page 19). Renovation of the group’s hotel infrastructure will also continue, with 1JOO rooms at Disney’s Newport Bay Club® 
set for renovation from 2014. Marketing and sales initiatives will continue across all markets, and particularly in growth areas 
such as the United Kingdom and Germany. Cast Member learning and develooment will also remain a focus for targeted 


investments designed to ensure that Disneyland Paris remains Europe’s leading tourist destination. 
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Deonares & Shareholders 


EURO DISNEY S.C.A. SHARES AND THE SHAREROLDERS CLUB 


The group’s Investor Relations team represents the 
primary contact for the financial community. It works 
directly with analysts, individual and institutional 
investors and is committed to providing them 
insightful financial information in a proactive, 

timely and professional manner. 


CORPORATE WEBSITE 


The financial community and individual shareholders 
can find a wide array of information on the group 

by visiting the website of Euro Disney S.C.A. 
(htto:/corporate.disneylandparis.com). They will find 
all the financial information published by the group, 

as well as the market price of a Euro Disney S.C.A. 
Share, information on corporate governance and more. 


As part of the Investor Relations department, 

the Shareholders Club is the primary contact with 
the company’s individual shareholders. It is available 
to provide information on the group’s financial 
oerformance, strategies, share price evolution and 
market-related information. In 2013 the publications 
Les Echos and /nvestir awarded Euro Disney S.C.A. 
the shareholder relations award for the Small Caps 
category in recognition for its policy on shareholder 
communication. 


SHAREHOLDERS CLUB 
AVAILABLE ONLINE 


Shareholders Club members also have access 

to an exclusive section where they can check out 
their latest club newsletter, reserve a place at future 
events, uodate personal details and renew their 
club membership. 


Se AD am AA a me A NN 


Source: NYSE Euronext Paris 
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On September 30, 2013 


The Walt Disney Company* 


© HRH Prince Alwaleed** 


Other shareholders 






* Via a wholly-owned subsidiary, EDL Holding Company LLC 
** V/ia Kingdom 5-KR-134 Ltd, a company whose share capital is held by trusts for the benefit 
of HRH Prince Alwaleed and his family. 




















“Les Echos and |INVeSsTIF 
enelaeisenaucc | 
S.C.A. the snarenolaer 
relations award Tor ine 
Small Caps ¢areq@ii 


CONTACIS 


Investor Relations 
Tel: +33 (0) 164 74 58 55 - Fax: +33 (0)1 64 74 56 36 


Shareholder Relations 

mae ei), LO 5:50 p.m. (local time), 
from Monday to Friday. 

Tel: OO 800 64 74 56 30* 

Email: dlo.actionnaires@disney.com 

Fax: +33 (O)1 64 74 56 36 


* Free number from a land line and national operators in Belgium, France, 
Germany, Italy, the Netherlands, Spain and the United Kingdom. 
From other countries call: +33 (O)1 64 74 56 30 (local rates apply) 





NYSE EURONEXT PARIS 


38,976,490 shares Mnemonic 
(Nominal value: €1 per share) Fed) i 

Eurolist Segment B ISIN Code 
(Mid Caps) FROO10540740 


Market Indexes 


CAG Mids& Small CAC Smeal, Sei bo 
CAC All-Tradable, CAC All Shares, Nex) So) 
CAC Consumer Services, Gaia Index 


CAC Travel & Leisure 
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? Corporate Governance 


CORPORATE ORGANIZATION OF THE EURO DISNEY GROUP 





Euro Disney S.C.A. (the holding company of the THE MANAGEMENT COMPANY THE MANAGEMENT TEAM ON SEPTEMBER SO, 2013 


Euro Disney Group), Euro Disney Associés S.C.A. 





and EDL Hétels S.C.A. (booth of which are the The role of the *Gérant of a société en commandite 
operating companies of Disneyland® Paris) par action, is to manage the group in the group’s _ ‘ 2 
are all French sociétés en commandite par actions. best interests. Philippe Gas Francis Borezee 
Kinase Ereney auc. 16 theomrictire er a eecers a IO fea Vice President, Resort & Real Estate Develooment 
en commancaite par actions, the Supervisory 
Board and the Gérant both Nave distinct roles. TH = G EN ERAL PA RIN ERS : . . 
The two other components of the legal structure Claire Bilby . Gilles Dobelle 
of a société en commandite par actions are The general partners have unlimited liability senior Vice President, Sales & Marketing Managing Vice President & General Counsel 
the general partners and the limited partners. for all the debts and liabilities. 
Joe Schott Daniel Dreux 


THE SUPE RVISO RY RBROARD THE LIMITED PARTNERS Senior Vice President & Chief Operating Officer Vice President, Human Resources 


The role of the Supervisory Board is to monitor The limited partners are the shareholders. 


the general affairs and to ensure the management Theshorenec ere are Gonverec io une-cercal Mark Stead Julien Kauffmann 

of the group. It acts in the best interests of the group meetings of shareholders, held at least annually Chief Financial Officer Vice President, Revenue Management & Analytics 
and its shareholders, while monitoring the transparency and they deliberate in accordance with the 

and quality of the information communicated. The Euro prevailing legal and regulatory requirements. 

Disney S.C.A. Supervisory Board Members’ Charter Francois Banon 

sets out the fundamental obligations to which Vice President, Public Affairs Communication Europe 





the members of the Board must abide. 





More information: 
a htto:/corporate.disneylandparis.com 
Two committees have been created within 


the Supervisory Board of Euro Disney S.C.A:: Ae SU PERVISORY RBROARD ON SEPTEMBER SO, 2015 


a financial accounts committee (Audit Committee) 
that was created in 1997, and a Nominations 


Committee that was created in 2002. peat can 
Virginie Calmels 


SUstaselsy EleteIKeM@inteliAaaelae ' Audit Committee Chairman. 
Vice President of the Centre d’Etude : - . 
Holds various corporate positions and board memberships 


et de Prospective Strategique in financial institutions and major companies 
lelife [Center for Long Term Strategic Studies]. s 
Slate) aciarelrerslace 


Philippe Geslin 


ED Sole General Partner 
—claelecei ma. ———————~—~ ~~ 7-7-7 
S.ACS 








100% ais ras 
7 39.8% —» . oo. > ae Valérie Bernis Philippe Labro 
99.9%-> m.,. Comma Mme Oe SAS Audit Committee Member. Nomination Committee Member. 
| Buc 7 “— | 82% | Executive Vice President of GDF Suez. Project Director, Design & Operations of Labrocom SARL, 





and Vice President of Matin Plus. 
Euro Disney Associés S.C.A. 
owns and operates 
Disneyland Park ® 
: Walt Disney Studios Park *® 

100% Euro Disney Disneyland Hotel © 

S.ASS Disney’s Davy Crockett Ranch 
Golf Disneyland © 











Gérard Bouché 

Owner & Operator of E. Leclerc Shopping 
Center of Coulommiers and of Boutigny 

golf course (Seine-et-Marne, France). 
Chairman & CEO of Bouche Distribution S.A.S. 


James A. Rasulo 

Senior Executive Vice President - Chief Financial Officer 
& Chairman of the Investment Committee 

of The Walt Disney Company. 

















J) 99.9% 


BOE Hotels S.C.A. 
O-lalug-mel-m@elalela=)s owns and operates 


NeWielela SINKe. Disney's otel New York® 
Disney's Sequoia Lodge® 


Disney's Newport Bay Club® 


100% —> 





KEY: 





























Disney's Hotel Cheyenne® . ma c 4 
Be Hotel Santa ré< . | Michel Corbiere Anthony Martin Robinson 
, ee “lage” -_ aed aia Chairman & CEO of the Forest Hill Group Audit Committee Member. 
eo caret iaiies and the Aquaboulevard de Paris company. Chairman of Center Parcs (UK) Group Ltd. 


100% > Tawssssieaalsales 


oe SS a > Gerant 


* Including Kingdom 5-KR-134 Ltd 
(Prince Alwaleed), 10% 
Axel Duroux 





oon eS ee eee “Eyeieone ecna CEO of AXMA SA. Thomas O. Staggs 
SAS Director of the /nstitut National de /Audiovisuel Nominations Committee Member. 
[French national audiovisual institute]. Chairman of Walt Disney Parks and Resorts Worldwide. 
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Where innovation drives imagination 
olarem DIisyal-10 mm Diario semamerolaal-miaeicr 














OD. 


of Disneyland® Paris guests 
were “extremely” 
and “very” satisfied 
with their visits 


* OO 
of guests would 


"definitely” and "probably” 
come back 





DREAM OF A TRULY +e 
MAGICAL DESTINATION a 





Ys 


Wie) eohe l=) el=)alellare) 
per theme park guest 
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AT HOME IN THE HOTELS 


The group continued with its multi-year renovation 
orogram for the Disney® hotels in order to increase 
guests’ perception of quality and strengthen their 
appeal, thereby driving guest spending. The interior 
renovation of Disney’s Sequoia Lodge® was completed, 
and anew concierge accommodation level was 
introduced (see right). 





The group continued to invest in the refurbishment of its hotel infrastructure in order to provide guests 
with compelling reasons to extend their resort visit beyond the gates of the Disney theme parks. Internal 
refurbishment at Disney's Sequoia Lodge® was completed, and a new type of premium accommodation 
was unveiled: The Golden Forest Club. Guests staying in the club can enjoy the newly-created lounge 
area, a breakfast buffet with a Disney character encounter, personalized check-in and more. 


At Disney’s Hotel Santa Fe® both the internal 
and external refurbishments were also completed. 


AN N IVERSA RY EXCITEM EN | Preparatory work began for the renovation 


of Disney’s Newport Bay Club® with designs, 





Among other things, extending the 20 Anniversary mock-ups and purchasing taking place during 
meant continuing the award-winning Disney Dreams®! the year. Services also improved for hotel guests 
Spectacular in Disneyland® Park. Launched in 2012, in several ways during 2013, including free 

this Disney masterpiece was embellished with new high-speed Wi-Fi access introduced in three 
scenes from the animated classics 7he Lion King of the Disney® hotels, with the remaining hotels 
and Brave. First-timers and repeat guests alike coming online in fiscal year 2014. 


were delighted to discover something new, and 
their appreciation was seen in the show’s exceptional 
satisfaction rating (92% for fiscal year 2013). 


The extended theme park operating hours initially 

launched for the 20" Anniversary were also ae Ct Anan itic 
continued. This gave guests the chance to enjoy ee | 
even more magical experiences - an important Nga oe ea eene oe be 
factor in guest satisfaction. | , | See Qe Y 


PARTY IN THE PARKS 


Beyond the entertainment and attraction ple ee ret yh | ” emma Sees AS | Py ry 
experiences, guests also spent their “extra” time | : 

enjoying the high-quality merchandise and food 

offerings. One of the year’s most emblematic hel se een ee re ee meant 
merchandise items had to be the Disney Light’Ears | Sea ean© 
(see page 13). These synchronized Mickey Mouse 

ears, which light up in a cascade of bright colors hott » President & Chief Operating Officer 
during performances of Disney Dreams®!, enable 

guests to be part of the show. The food and 

beverage offering was also enriched in a number 

of ways Including continuing 20" Anniversary 

specialties, optimizing food quality and introducing 

new items. The focus placed on improving quality 

was reflected in increased average guest spending 

in the theme parks (+4% for fiscal year 2013). 


“ a : 7 . . 
atu) o ota i . 
ORG SS 





A new and unique Lego® Store will open in 2014 in Disney Village® This particular Lego Store represents a brand new 
Concept in Shopping that appeals to “kids” of all ages. Guests can play, learn, admire and shop in what also happens 
to be Legos largest store in Europe. The boutique has its own play zone, exhibition area and even a “pick a brick” 
Wall where Shoppers can select single bricks from an extensive range in order to create their own masterpieces. 
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Thanks to its blend of unique shopping, dining 

and entertainment experiences, Disney Village® 
continued to attract guests from the Disney theme 
oarks and hotels, as well as from the local area. 
After work that started in fiscal year 2013, 

the doors will open on a brand new Lego® 

concept store in 2014, much to the delight of “kids” 
of all ages (see page 17). An important part of the 
shopping experience at Disney Village continued 
to be World of Disney, a store that has performed 
consistently well since opening in fiscal year 2012. 
Guests again responded positively to the appealing 
oroduct mix and relaxed atmosphere of the boutique 
which is now located at the new central entrance 
of the resort complex. 


MAKING THE SEASON 
A REASON 


The Halloween and Christmas seasons provided 
guests with great reasons to visit the resort during 
the first semester of fiscal year 20135, and this was 
reflected in the attendance which remained strong. 
The Halloween Festival in Disneyland® Park brought 
color to the entire month of October, again letting 
guests enjoy trick-or-treat fun in a family setting. 
The highly-popular Mickey’s Halloween Treat in 

the Street! stage show made its character-packed 
return — as did the live music, themed character 
encounters and signature decorations. Just when 
Halloween came to a close, the resort unwrapped 

a two-month Enchanted Christmas season that ran 
throughout November and December. This saw 
Disneyland Park unveiling a brand new cavalcade - 
complete with falling snow, reindeers, Santa Claus, 
elves and more. Work was also carried out in fiscal 
year 2013 on creating a brand new Christmas version 
of Disney Dreams®! that premiered in November 
2013 (the following fiscal year) and featured scenes 
from Disney’s newest animated movie, Frozen. 
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INVESTING IN THE FUTURE 
OF THE RESORT 


Throughout the fiscal year, Walt Disney Studios® 
Park was a hive of activity in more ways than one. 
While guests were enjoying all of the exciting 
attractions and entertainment experiences that 
have been introduced over the last few years to 
enhance the guest experience, such as Toy Story 
Playland and The Twilight Zone Tower of Terror, 
construction was discretely taking place on the 
destination’s uocoming Ratatoui//le develooment 
(see right). From summer 2014 onward, guests 
will enjoy an exciting new attraction only available 
at Disneyland® Paris. 
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Brand new “rat-traction” expet ce for Walt Di | | 
Set to open Be cively at Disneyland® Paris in summer 2014, Ratatouille: L’Aventure Totalement Toquée de Remy 
Will offer GUestS an exciting trip Into the madcap world of Ratatoui//le, the Oscar-winning Disney*Pixar movie. In the 
WOrks for several years now, this area develooment forms part of the group’s strategy to ensure that Disneyland Paris 
Stays top Of mind with consumers by investing in appealing high-quality experiences for the entire family. Ratatouille: 
LAventure Totalement Toquee de Remy will be, “by far the most advanced and sophisticated thing we’ve ever done 
trom a ride integration standpoint. It will offer guests a totally immersive experience into a Disney*Pixar adventure,” 
explains Joe Schott, Senior Vice President & Chief Operating Officer. 





Located in Walt Disney Studios® Park, Ratatouille: L’Aventure Totalement Toquée de Rémy will be central to a new 
area develooment dreamed up in partnership with the Pixar team that actually created the unforgettable movie. 

Next to Toy Story Playland, this never-before-seen family attraction will magically shrink guests to the size of the 
movies adorable star, Remy. They will then be whisked off for a multi-sensory soin around the kitchens of Chef 
Gusteau, one of the world’s top gastronomy gurus. Guests will also get the chance to sample a different type 

Of Culinary talent at Bistro Chez Remy, a real restaurant imagined by Remy and his gourmet pals. The bistro will be 
Dacked full of storytelling details based on the movie, and form an integral part of the storytelling experience for guests. 
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Where a dream is a wish 
your heart makes. 
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PICTURE A PLACE WHERE 
PEOPLE MAKE A DIFFEREN 






214,000 


Cast Members 
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WHERE MAKING DREAMS COME TRUE IS A REAL JOB 


At the heart of the group’s human resources strategy remained Walt Disney’s belief that: “You can dream, create, 
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This year again, the group maintained its focus 
on making the group an employer of choice 

and becoming a nationwide reference in socially 
responsible employment practices. Despite the 
economic context, the group maintained its 
commitment to employment by hiring talented 
new team members from across Europe. In total, 
the group hired 6,454 employees, 14% of whom 
signed open-ended contracts during fiscal year 
2015. The total average workforce across fiscal 


See tonves 14244 Euro Disney Associés S.C.A. 





iS now France's largest single-site employer. 


DIVERSITY AND CREATIVITY 
MAND IN HAND 


With team members representing over 100 nationalities 
and speaking 20 different languages, the group 
continued to ensure that its core values of inclusion 


and diversity were respected every day In every way. 


Strategic plans were followed through for those 
who are disabled and those within the “senior” 
category (those 50-years old and over). The number 
of disabled workers, for example, rose to 581 people 
on September 30, 2013. That represents an increase 
of over 50% since 2007. Significant investments 
also continued to be made in modifying or adapting 
workstations for disabled employees. In terms 

of seniors, the group exceeded its recruitment 
objectives for the fiscal year by hiring a total 

of 53 seniors during fiscal year 2013. 


FOSTERING DIALOGUE 


One of the year’s priorities was again strengthening 
relationshios with employee representatives in order 
to make dialogue a determining element in the 
group’s performance. A new Rencontre Sociale 
meeting was introduced, for example, to unite 
reoresentatives from the trade unions, Human 
Resources and management. Together they looked 
at strategy, develooment and the issues at stake 


during negotiations. They also considered the 
economic situation of Disneyland® Paris and the 
tourism industry as a whole. The unions’ onsite 
operating activities were again Supported by the 
group which maintained its voluntary contributions 
through material and financial assistance. 

In addition to this, the workers’ council benefitted 
from €2.6 million (€1.9 million of which was allocated 
to social activities). During the year, the group signed 
five corporate agreements covering a variety of areas 
of particular importance to Cast Members, including 
health care benefits. 


“We Continue to 
hire new recruits 
and train our team 
memboers because 
Cast Members are 
at the neart of eacn 
Ques Inile deter 

at the resort.’ 





Daniel Dreux, Vice President, Human Resources 
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|.D.E©M. structure receives integration award 


At the Start of fiscal year 2013, the group’s innovative anti-discrimination structure, |.D.LEOQM.* was awarded the jury’s special 
Prize during the /rophee de /a Diversite awards presented by the Diversity Conseil consultancy. Designed by a gifted group 
of volunteer Cast Members, |.D.E©M. Is an internal anti-discrimination body staffed by Cast Members. Inaugurated 

in September 2011, the structure was established to welcome, listen to and accompany any employee who feels they may 
have been discriminated against at work. The structure serves to provide mediation while offering an additional level 

Of support for Cast Members - over and above those previously in place including line managers, personnel representatives, 
medical specialists and even a confidential 24-hour helpline staffed by psychologists. 






















“|,D.EOM. has the potential to strengthen the group’s performance. It also has an important role in heloing us transition 
from promoting diversity to managing it,” explains Daniel Dreux, Vice President, Human Resources. 

|D.E©M. was created following a no-holds-barred survey of Cast Members in 2008. This was carried out across the entire 
worktorce in order to learn, with all sincerity, how Cast Members experienced diversity. They were asked the sensitive 
Question of whether they had ever felt discriminated against in their time with the group. Over 5,000 team members 
responded, and while only a small number had felt discriminated against, the group took measures to create |.D.E©M. 
*Instance pour la Diversité et I’Egalité des Cast Members [Establishment for the Diversity and Equality of Cast Members] 
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©6Djversity and inclusion are core 
DISNEY values that will dlwaus be 
at the very neart of tne groups 
workplaces and professional 


oractices. 92 


Safety continued to be the utmost priority for the 
group, with time, energy and resources dedicated 

to strengthening existing safety programs and 
measures. Through the Safe’D Begins with Me 
orogram, the group continued to drive Cast Members’ 
awareness of safety-related issues at work and in their 
homes. A number of teams were again responsible 
for training Cast Members on safety-related issues 
and best practices, with the Occupational Health 

& Safety team alone conducting just Under 52,000 
hours of safety training. This continued to be an 

area in which the group strongly encouraged its 
management members to lead by example in order 
to obtain the strongest results possible. For this 
reason, 400 senior management members followed 

a new training course entitled “Leading a Culture 

of Safety”. In addition, 7OO operational management 
members attended special workshops during Health 
& Safety in the Workplace Week. 


COMPENSATION 
AND BENEFITS 


Again this year, the group continued to consider 

its salary policy from a global perspective in order 
to helo Cast Members maintain their soending 
oower. The objective of the plan was to find the 
best balance possible between social and economic 
aspects while supporting the group’s growth 
strategy. The plan featured measures aimed 

at conserving existing benefits, increasing salaries 
and reducing employees’ expenditures in important 
areas including their healthcare and transportation 
needs. Cast Members continued to benefit from 
advantages such as subsidized public transportation 
Can 80% subsidy versus the legal minimum of 50%); 
and generous company savings and retirement plans 
offering up to a 30% contribution from the group. 
The group worked on different initiatives to highlight 
benefits in 2013 (see right). In relation to remuneration, 
employees were presented with their third salary plan 

in just 18 months. When this came into effect on 
January 1, 2013, it increased the average salary. 


OPPORTUNITIES 
FOR GROWTH 


Training remained an important factor in providing 
Cast Members with continued opportunities for 
personal and professional growth. As an employer 
with whom upward mobility is a reality, the group 
chose again to invest more than three times the 
regulatory minimum in training. In total, 405,757 
hours of training were offered through more than 
400 different programs. This focus on learning 
may explain why 80% of the group’s Managers 
and Senior Managers have been promoted from 
within the group itself. 


SOAs 
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Tomorrow’s talents today 

Attracting tomorrow's talent is something the group refuses to leave to chance. Aware of the strengths of its brand 
ano the advantages offered to Cast Members, the group put these assets to the fore in 2013. It reached out to future 
employees through social media (among the most successful social media for any brand in France) and other channels. 
Fiscal year 2013 Saw the creation of a new theme for the group’s recruitment activities: “Making dreams come true 

is a real job”. 
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Helping the long-term unemployed 
As the largest private employer in the Seine-et-Marne area, 

the group also uses its employment potential to helo particular 
Sections of the public to integrate or reintegrate the workplace. 
Between 2007 and 2013, for example, the group participated in 
the Passere//les pour /emp/o/ program, financed by the local and 
regional councils. Within this framework, the group hired 458 local 
residents who had experienced long-term unemployment, with 
85% still Under contract after their trial period in 2013. 
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WHERE PARTNERS HELP DISNEY MAGIC HAPPEN 


AT HOME AND AWAY 


The Extended 20 Anniversary celebrations lived on at the resort and beyond thanks to strategic alliances 
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with Disneyland® Paris. 


Disneyland Paris guests always have a thirst for 
something new, and that is a fact. With that in mind, 
the group joined forces with one of its most long- 
serving partners, Coca-Cola France, to provide 
guests with a unique new experience in Walt Disney 
Studios® Park. At the height of summer 2013, the 
oartners unveiled a new one-of-a-kind Vitaminwater 
refreshment station. Designed by the teams In Walt 
Disney Imagineering and decorated in colors similar 
to those of the drinks range, the eye-catching station 
is Europe's first Vitaminwater-themed location. 

The sales point provides guests with yet another 
experience they can only enjoy at Disneyland Paris, 
while heloing Coca-Cola showcase the Vitaminwater 
range with European consumers. 


A RESORT CELEBRATION 


Nestle Waters also heloed promote the Extended 
20" Anniversary in a way that touched both resort 
guests and consumers in their homes. By working 
together, the partners began by repackaging the 
Vittel water available in the kids’ menus across 
the resort. The anniversary bottles came in a range 
of different Disney character designs that kids 
enjoyed selecting and collecting. The exposure 

of the new design is demonstrated by the fact 
that around 21 million meals were served during 
the fiscal year (for adults and kids) across the 
entire resort. Beyond the resort, the packaging 
was also available from retailers across France 
during a three-month promotion on multi-oacks 
that offered the additional incentive of winning 
Disneyland Paris stays. 


SENDING THE MESSAGE HOME 


Disneyland Paris was again supported throughout 
the year by its long-term partner, Orange. 

The telecommunication specialist played a unique 
role this year by announcing the extension of the 
20" Anniversary and then reminding consumers 
that it was a limited-time experience. 





In September 2012 the company reached out 

to 150,000 of its most valued customers in the local 
area, offering them free one-day invitations. Then 
one year later, Orange used its social media 

and music streaming platforms to push awareness 
of the Grand Finale concert hosted on September 
40 in Disneyland Park by international pop 
ohenomenon Jessie J. 


“Ihe Disneylana Paris 
NCIC) CIES IS SIMAeSrsS 
Strong visibility. Our 
Gogo oneli- se) | @ne@e> 

© - (else el — 
Vee cmtenelal -seUcigece 
GING VANE 1ECINAS. 


Thierry Pedros, Vice President, Strategic Alliances 
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THE SCIENCE OF MARINE SKINCARE 
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The group had strategic corporate alliances in place 
with the above companies on September 30, 2013. 


A bright idea for saving 
energy and improving safety 


Fast off the mark, the new 
strategic alliance between 
tne Groulo and Osram A.G. 

is already on its way to 
significantly reducing the 
group’s energy use while 
improving Cast Members’ 
working conditions. The 
heart of the improvements 
lies in innovative new lighting 
technology developed by 
Osram A.G. - a world leader 
in lighting technology. 

One of the first joint projects 
undertaken by the partners 
involved finding a way 

to relight the Hercules 
warehouse building. 


This vast warehouse complex 
is the point of arrival for 
almost all of the group’s 
ourchases - from boutique 
merchandise and office 
supplies to hotel fixtures and 
more. Staffed around the clock 
by approximately 200 Cast 
Members, this complex is more 
than fifteen times the size 

of an Olympic swimming pool! 


Installed between January 
and August 2013, the new 
system uses low-energy bulbs 
that offer improved visibility 
for increased safety. In addition 
to this, a network of presence 
detectors tells the lights when 
they can switch off (because 
no one is in the zone) and 
when they can dim (because 
of sufficient ambient light). 
The made-to-measure approach 
is expected to reduce the 
group’s annual energy use 

Sy ereouine iS Gy rl. linitial 
investment in the system 
represented €600,000, 

and this is expected to be 
offset in less than five years. 
Projects such as this are part 
of the group’s commitment 

to use innovative technology 
to reduce its environmental 
impact. 
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? Rea! Estate Development & Villages Nature 
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In June 20135 changes were announced for the 

Val de France district of Magny-le-Hongre, 

with the creation of a new hotel on behalf 

of the B&B Hotels group. Scheduled for completion 
in late 2015, the new family hotel will have an 
inventory of 400 rooms and be the largest property 
in the portfolio of B&B Hotels. It will be situated 
close to the Disney theme parks and offer a host 

of services including Disney Express luggage 
assistance, free shuttle buses, a Disney boutique, 
and park ticket sales. Considerable attention has 
been paid to the complex’s architecture and layout, 
particularly so for a two-star hotel, in order to ensure 
that it complements the existing environment. 


WELCOMING BUSINESSES 


With the group remaining focused on attracting 
more companies to Val d’Europe, 2013's property 
develooment activities were primarily focused 

on creating new facilities to welcome businesses. 
With the existing office space already full, 

and high occupancy rates for the town center, 
there was an obvious need to create new office 
Space in order for even more businesses 

to take advantage of Val d’Europe’s exceptional 
infrastructure. With this in mind, the group signed 
an agreement on the creation of a brand new 
16,000 square meter complex in the town center 
close to the RER train station. Set to be completed 
in 2015, this new complex will provide state-of- 
the-art office soace as well as ground-floor units 
for future retailers and service providers. 










increase in real estate 


FOCUSING ON TOURISM 
EXCELLENCE 


The group maintained its ambition of making 

Val d’Europe a center of excellence for the European 
tourism industry by participating fully in the Cluster 
Tourisme project. Through this structure, the group 
continued to work alongside an association 

of like-minded public bodies including Marne-la-Vallee 
University, the local and regional councils, Val d’Europe 
SAN, EPAFRANCE and the Inter-Ministerial Delegation 
for the Euro Disney Project. Cluster members 

brought their expertise together early in the fiscal 

year for an insightful two-day conference dedicated 

to understanding how and why Val d’Europe has 
undergone such significant social and economic 
transformation since the opening of Disneyland® Paris 
in 1992. The Cluster also strengthened its governance 
in Seotember 2013 by appointing its first Director 
General, Mr. Bernard Saint-Girons. 





PREPARING 
TOMORROW'S PROJECTS 


One of the significant projects of 2015 was 
undoubtedly the negotiation and preparation 

of an agreement with the relevant authorities 

on the fourth phase of site develooment that 
will run until 2022. In early 2014, work was taking 
place on finalizing the negotiations on the phase 
four agreement that relates to both real estate 
and tourism development for years to come. 


development revenues in 2013 
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~ Villages Nature grows from strength to strength 

© The roots of Villages Nature continued to soread during 2013. Based on the quest for harmony 
between Man and Nature, this unique new tourist destination is a joint project between the group 
and Pierre & Vacances-Center Parcs. Situated on a site that could soan up to 500 hectares and would 
be developed in several phases over the next 20 years, Villages Nature plans to offer accommodation, 
leisure facilities, boutiques, restaurants and more. The destination aims to become a major innovation 
in sustainable European tourism for families. The first section of ohase one is expected to open in 2016, 
Subject to the completion of project financing. By awarding Villages Nature both PI.G. and O.I.N. status, 
the French government recognizes that the destination Is not only a program of general interest but also 
one of national interest. 
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20135 WaS a Significant year for the project in many ways, some of which involved securing authorizations to move 
ahead in different areas. Construction permits were given for Phase 1A, for example, aS was approval to begin 
Grilling for the geothermal source. Other important pre-construction milestones reached during the year include 
the completion of detailed designs for both external and internal areas. IN summer 2013, preliminary work began 
On site infrastructure, and this was carried out by the state body /’Etablissement Public d/Aménagement 

dle Marne-la-Valleée (EPAFRANCE). In addition to this, the necessary archaeological studies were completed. 
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Where a totally new type of tourism is being 


dreamed up with the Villages Nature project. 
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Regardless of whether they are accompanying a group 
of underprivileged children invited to visit the theme 
parks or hosting environment workshops In the local 
community, the Disney VoluntEARS are the lifeblood 
of the group’s community outreach activities. From all 
types of professional and personal backgrounds, these 
Cast Members donate their time and talents through 
the company-sponsored Disney VoluntEARS program. 
In 20135 alone, 951 Disney VoluntEARS donated a total 
of 11,512 hours to their community. With 2013 being 

the program's 30" anniversary, the group developed 

a superhero-themed awareness campaign to thank 
the Disney VoluntEARS for their generosity while 
recognizing their remarkable achievements. 


SOLIDARITY DAYS 


Possibly one of the most action-packed ways 

in which the Disney VoluntEARS again gave their 
time was by sharing Disney magic with those most 
in need. In some cases that involved joining the 
Disney characters during workshops for hospitalized 
children - as in March, when the team went to 
Compiegne. In other cases it involved fulfilling the 
dreams of seriously-ill children by escorting them 
and their families during a wish-granting experience 
at the resort. This year the Disney VoluntEARS 

also continued to play a pivotal role in the group’s 
Solidarity Day events when a significant number 

of underprivileged children were invited to discover 
the resort during the Extended 20" Anniversary. 
One such visit happened in March 2013 when 

2,000 children and family members sponsored 

by La Cro/x-Rouge franca/se [French red cross] 
enjoyed a day in the theme parks alongside French 
film and television star Franck Dubosc (see right). 


STARS OF THE PARADE 


One of the most exciting outreach events of the year 
had to be the resort’s participation in Les Oubliés 
dles Vacances [those who miss out on a vacation]. 
The event saw Disneyland® Paris open its doors to 
600 children and accompanying personnel from the 


Secours Populaire franca/s non-profit organization. 
The group members enjoyed a double dose of 
pixie dust by parading down Main Street, U.S.A.® 
ina specially organized procession just ahead 

of Disney Magic on Parade! 


SPREADING 
ENVIRONMENTALITY 


An additional area in which the Disney VoluntEARS 
were active in 20135, as In previous years, was IN 
carrying out environment-themed workshops for local 
children. These activity-based events raised children’s 
awareness of the impact that their actions can have 
on the environment. On June 20, approximately 80 
children from a local school in Quincy-Voisins enjoyed 
a tailor-made day out at Disney’s Davy Crockett 
Ranch. From biodiversity to recycling, the event 
tackled a number of important themes through 
hands-on activities (making plant pots and sculptures) 
and short information sessions Cvisiting on-site 
beehives with a local beekeeper). The event used 
familiar Disney assets such as the resort and its 
characters to deliver an extremely powerful message. 
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bs fel ‘ Soccer stars show their support 

Some of the brightest stars in the soccer universe came to Disneyland® Paris in May 2013 to support the 
resort's outreach program. World Class athletes such as Zlatan Ibrahimovic and Mamadou Sakho played 

in a friendly match with around 20 lucky children sponsored by five different non-profit organizations from 
across Europe: Sport dans la Ville (France), ELA (France), Fondazione Francesca Rava (Italy), Nationaal 
Fonds Kinderhulo/xXonar (Netherlands) and Stockholms Internationella Fotbolls Club (Sweden). 
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2,000 kids come for fun 

Following the involvement of France’s leading television station, TF, 

and its viewers, 2,000 children and accompanying family members were 
invited to enjoy the Extended 20" Anniversary celebration in March 2013. 
Popular film and TV star Franck Dubosc not only recorded a couple of 
TV spots to raise awareness and encourage viewers to support the event, 
but he was also present on the day. Two of the resort’s longest-serving 
Outreach partners, Cro/x-Rouge francaise and Secours populaire francais, 
also heloed organize the event. 


Philippe Gas, Chief Executive Officer 
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Act, champion and inspire remained at the heart 
of the group’s strategy designed to protect the 
environment and ensure the resort’s sustainable 
develooment. The group’s environment policy 
continued to focus on four major areas: 
preventing risks and limiting their impact: 
improving environmental performance; preparing 
for the future by leveraging innovative solutions; 
and ensuring consistency between the group’s acts 
and its communications. These themes were 
central to the work carried out in different areas 
including reducing the use of drinking water used 
in gardening, optimizing energy consumption, 
and improving waste management practices. 


PRESERVING 
DRINKING WATER 


In 2013 the group took a historic step by flicking the 
switch on Europe’s first-ever treatment and recycling 
plant constructed specifically to treat water from 

a theme park (see right). Located behind the scenes 
of the resort, the station began operating in August 
20135. When fully operational, this modern marvel 

is expected to reduce drinking water consumption 
by around 87 million gallons per year. 


IMPROVED PERFORMANCE 
WITH LESS ENERGY 


During fiscal year 20135, the group took steps 
to reduce the energy consumption onsite but 
maintained the same percentage of electricity 
ourchased from renewable sources. Often innovative 
technology provided great solutions to both of 
these challenges. The resort’s partnership with 
Osram A.G., for example, made it possible to install 

a state-of-the-art system that improved lighting 
levels in the Hercules warehouse building while using 
considerably less energy (see page 29). With a drop 
in energy use at Disney’s Sequoia Lodge® over the 
fiscal year, the group also reaped the benefits 


























































of the innovative technology introduced during 
the renovation work. A new automated system 

is detecting when guests are absent from their 
rooms and switching off all unnecessary devices 
such as lighting. Committed to reducing its 
energy use, the group plans to introduce similar 
technology in other hotels including Disney's 
Newport Bay Club® from fiscal year 2014 onwards. 


WASTE MANAGEMENT 
PERFORMANCE 


Improving waste management was again 

a significant focus in 2013, a year in which the 
group reduced its ordinary industrial waste sent 

for incineration by 12% Cover 2006). A number 

of different strategies were used including measures 
designed to encourage both guests and Cast 
Members to sort their waste material. This involved 
sorting everything from aluminum cans and 
cardboard boxes to plastic bottles and table scraps. 
The management of food waste was improved 

in 2013, with more backstage areas being involved 
and an increase registered in the volume of table 
scraps sent offsite to be fermented and used in the 
production of electricity and organic amendments. 
Each of these measures contributes toward making 
Disneyland Paris a destination that is resolutely 
focused on its sustainable development. 
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Innovative solutions 
for water management 


In August 2013 the group became 
the first European theme park 
operator to put into service a water 
treatment and recycling station. 

As well as treating and recycling 
the water from both Disneyland® 
Park and Walt Disney Studios® 
Park, this station also manages the 
water from the Disneyland Hotel. 
Located backstage in the resort's 
maintenance area, the station has 
the potential to reduce the group’s 
drinking water consumption 

by around 87 million gallons per 
year when fully operational. Once 
treated and recycled, the water 

is used to clean the sidewalks 

and roads; irrigate Golf Disneyland® 
and other landscaping; and fill 

the ornamental basins. The station 
also reoresents a unique technical 
achievement because of the way 
that it operates around the clock 
without passers-by being aware 

of the operations taking place inside. 


The process used in the new 
wastewater treatment and 
recycling plant actually reoresents 
a significant improvement on 
traditional methods in more ways 
than one, as it Droduces around 
35% less CO* gas emissions than 
traditional methods. Beyond 

the opportunity for the group 

to reduce its environmental 
impact over the long term, studies 
carried out prior to construction 
suggested that the station also 
provides a more cost-effective way 
to treat waste water. By investing 
in the station and other innovative 
orojects around the resort, the 
CrhoulesnOws its Commitment 

to preserving the environment 

by harnessing the most efficient 
and innovative technology. 
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